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This dissertation contributes to the research on small and medium sized businesses 
(SMEs) in Africa. It focuses on resource redistributions in social groups, a practice that 
often has been seen as an obstacle to business development in the African context. The 
aim of the study is to explore how this resource redistribution is manifested in relation to 
owners of SMEs and analyse its underlying rationale. Using social embeddedness as an 
overarching theoretical framework, the rationale is sought both in the business owners' 
social roles and positions and in their own motivations. By conceptualising resource 
redistribution as a social responsibility this study contributes to the conceptual and theo-
retical framework for social responsibility in SMEs.  
The study builds on extensive empirical material from Uganda, including interviews 
with business owners as well as a household survey of patterns of resource redistribution. 
It is shown that social responsibility of Ugandan business owners is primarily mani-
fested in relation to the extended family and that community directed engagements are 
rare. The results of the household survey, in which help within the extended family is 
widely endorsed and expected while help within the wider community is not as widely 
supported, confirm that these are strongly held norms in the Ugandan society. Social 
responsibility in relation to the extended family is an integral part of what it is to be a 
business owner in Uganda to the extent that it is seen as a social given. The responsibility 
can be negotiated and strategies for how to handle it can be developed and implemented, 
but the norm cannot be ignored. This internalised responsibility of business owners has 
consequences for what could be expected from them in other domains, both in relation to 
the state and with regard to various types of community engagements.  
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